The objective of this study is to investigate the differences in online visual merchandising practices of online apparel retailers between Korea and China. The 40 websites based on the sales were selected with 5 retail stores per website. Totally, 200 online retail stores were analyzed by content analysis and chi-square test. As a result, 8 online visual merchandising factors were extracted: convenience, product presence, product information, service, interest, participation, aesthetics, and fitness. There were significant differences in all 8 factors of online visual merchandising practices of apparel retail stores between Korea and China. The contribution of this study is to supply for understanding of what are the online visual merchandising composition items and factors and how they were used differently between Korea and China in a real situation of online visual merchandising.
I. Introduction
The Internet shopping mall is one of the rapidly growing distribution channels in the global market outpacing the growth speed of traditional store-based transactions. The Internet penetration rate of Korea has reached up to 70.7% while the rate in China was 19%, which is relatively low percentage of penetration, in 2008 (Internet World Stats., 2009 . Specifically, in spite of the uniqueness of the fashion product that sensory experiences are more important in the purchase decision than other product categories such as CDs, DVD, books, and computer software, online apparel sales have shown outstanding growth over time in both countries (Korea National Statistical Office, 2008) .
However, there are many consumers who avoid purchasing apparel in an Internet shopping mall yet. The major reason is they cannot try an item on for size or fitting and they are not able to see the items well enough to examine the fabric or garments details. Therefore, there is a strong need for improvement and development of online visual merchandising techniques in order to satisfy a customer's needs for -916 - † Corresponding author E-mail: jojeon@pknu.ac.kr sensory experience, physical inspection and visual information in online (Khakimdjanova & Park, 2005) .
E-shoppers are increasingly looking for websites providing optimal shopping experiences by using effective online visual merchandising skills. Recently, with an introduction of new technologies for product visualization, many apparel retail stores are executing various online visual merchandising technologies. The visualization features of fashion products on the websites enable e-shoppers to select fabric, color, and swatch as well as see their choice applies to the actual garment image instantly. Online visual merchandising practices allowed multiple presentations of the same apparel product contributed to the increased sales in e-business (Khakimdjanova & Park, 2005) . It means that the apparel retailers in the e-market have to pay attention to the visual environment to enhance a retail store's performance as well as customer satisfaction and online store repeated visits.
Although there are strong needs concerning online apparel retailing, research investigating real situation of online visual merchandising is limited. On the other hand, cross-cultural study which investigates the similarity and difference between cultures through limited actual states is regarded as one of the most effective method to understand different countries' consumers in global market (Cho et al., 2006; de Mooij, 1998) . Therefore, many cross-cultural comparisons between Korean and Chinese fashion consumers have been executed (Choi et al., 2003; Hwang et al., 2007; Lee, 2004) . Despite these apparent cross-national differences in consumer attitudes and communication context between two countries in the previous literature, it is hard to find the cross-cultural study on the online visual merchandising. In response to the low level of online visual merchandising practices compared with other developed countries and the lack of cross-cultural research on online visual merchandising, this study takes an exploratory approach and hopes to investigate the online visual merchandising composition items and factors, and ultimately identify differences in current practices of online visual merchandising between Korea and China. The information from this study will contribute to more comprehensive understanding and knowledge about the real situation of online visual merchandising in Korea and China. Moreover, the useful visual marketing materials will be provided to Korean and Chinese e-marketers.
II. Literature Review

Online Store Attributes
Previous studies regarding online shopping have shown various dimensions deemed to be important in the decision process involved in customers' selecting an online store to shop in. Jin and Park (2006) used six aspects of online store attributes -website design, order fulfillment, communication, merchandise, security/privacy, and promotion -based on the classification of Lindquist's (1974-75) nine store attributes categories such as merchandising, service, clientele, physical facilities, convenience, promotion, store atmosphere, institutional factors, and past transactions to examine the relation of online store attributes and market response outcomes (i.e., trust, satisfaction, and loyalty). Koo (2006) suggested seven important characteristics of online store atmospheric cues: design and visual appeal, purchase-related services (i.e., well-structured hyperlinks, information quality), product assortment, security, and after-sale services (i.e., fast delivery, exchange, and return services). Especially, during the search stage, visually attractive design and well-organized web structure are considered as important attributes (Koo, 2006) . Eroglo et al. (2001) considered online store atmosphere as the sum of all the cues that are visible and audible to the online shopper, lacking sensory appeals derived from touch, smell, and taste. Lohse and Spiller (1998) claimed that information content and website design played an important role in building customer trust as these attributes replace the salesperson and physical surroundings of a traditional retail store. Mathwick et al. (2001) and Kim and Steol (2004) limit website atmosphere as visual appeal which includes the website's display attractiveness, aesthetic appeal, and general looks.
Online Visual Merchandising
Visual stimulation and communication through vari--917 -ous visual merchandising techniques have been treated as important factors in traditional store-based retailing (McGoldrick, 1990; Park et al., 2007; Pegler, 2001) . However, there has been little attention given to visual merchandising in an electronic retail setting. In a traditional store, the merchandise physically displayed enables consumers to try on garments, feel the fabric, and read information on care and content labels. However, E-shoppers may avoid purchasing apparel because of the inaccuracy and uncertainty of garment color, fabric, and details (Ji & Pang, 2006) . To reduce the perceived risks of purchasing a fashion product online, more e-tailers may need to place their emphasis on employing 3-D product presentation and using different angles for the whole view of the garment. In addition, the features which allow customers to create their own virtual models reflecting their own body shapes and appearances would be helpful to reduce the uncertainty for actual fit and final look of the garment (Khakimdjanova & Park, 2005) . Dahan and Srinivasan (2000) also proposed that consumers could have a similar experience of a physical presentation in the traditional retail store by a three-dimensional animated presentation online. Allen (2000) suggested that expanded product information, multiple photographs, and product collections for coordination would promote customers' online purchases. Then and DeLong (1999) found that the more information e-retailers can offer through the visual display of apparel, the more interested the consumer will be in purchasing the product online. Visual displays such as enlargement, and garment coordination with other items may positively contribute to consumer information gathering and processing. Park and Stoel (2002) insisted that if a customer is satisfied with the information provided by the online retailer, they are more likely to make a purchase.
About 89 percent of the respondents preferred a realistic human model to examine the garment silhouette among the garment presentations on a fashion model, a mannequin, and a flat surface. The majority of their participants (65%) also preferred a large variety and features of images to be available (as cited in Khakimdjanova & Park, 2005) . Wolfinbarger and Gilly (2003) insisted that the most significant antecedent of positive consumer behaviors is website design that serves consumers in finding what they want in an efficient way. Customer service over the web-based store is likely to be more consistent than the store-based retailing because the online retailer can provide more detailed and extended information to any shopper at any time (Silverman, 1998) .
Furthermore, a recent study of catalog and Internet apparel shoppers found that aesthetic value is an important dimension of information quality. Specifically, promotion and design aspects of a website influence perceptions of aesthetic value derived from visiting a retailer's web site (Mathwick et al., 2001 ).
III. Methods
According to Babbie (1973) , content analysis is the most appropriate method for descriptive research. Content analysis enables researchers to evaluate materials or phenomena on an impressionistic but systematic basis, and report patterns or illustrate phenomena (as cited in Khakimdjanova & Park, 2005) . Moreover, nowadays, in order to develop an appropriate marketing strategy in the global fashion market, the importance of cross cultural study is emphasized. Therefore, in this study, content analysis was employed to investigate the difference of the current practices of online visual merchandising in Internet apparel retail stores between Korea and China.
Sample
Generally, the Internet shopping mall in the apparel market can be classified into four types: general shopping mall (ex. Interpark), online market place (e.g., G market), specialty shopping mall of brand (e.g., Halfclub), and specialty shopping mall of non brand (ex. Dongdamun 3B shopping).
General shopping malls are defined as large retailers that carry a wide variety of merchandise lines (ex. Apparel, books, electronics), while specialty stores focus on a specific type of a merchandise line (e.g., Apparel only) (as cited in Khakimdjanova & Park, 2005) . Specifically, in this study, specialty shopping mall of brand focuses on the shopping malls which deal with only a brand type of merchandise line, while specialty shopping malls of non-brand focus on the shopping malls which deal with only a non-brand type of merchandise line. The online market place serves as a hub that brings together buyers and sellers. This classification can also be employed to Chinese apparel market.
The selection steps of the online retail stores are as follows: First, a list of 5 Korean apparel websites based on the annual sales rank in 2008 was selected per 4 shopping mall types. The sales order of Korean websites was originated from announced data at www.rankey.com in January, 2009. Second, a list of 5 apparel Chinese websites per 4 shopping mall types was selected from www.1B2G.com which has lists of the most famous websites in China. Third, 5 retail stores were selected per 40 selected websites. In order to keep the equivalence of analysis sample, identical product category with similar price level were considered as the selection criteria of retail stores. The product category was limited to woman jeans wear. The price range was 10,000-100,000 won in Korea while it was 50yuan-300yuan in China. And, the highest price level of woman jean in Chinese online market was 300yuan. Finally, a total of 200 online retail stores were selected. A list of 40 selected websites can be seen in <Table 1>.
Instrument
A coding sheet with 42 criteria was developed to describe various online visual merchandising techniques. A coding instrument previously used by Park and Stoel (2002) for apparel merchant websites and Khakomdjanova and Park (2005) for online visual merchandising were modified to reflect the Internet shopping mall situation in Korea and China.
Procedure
Internet Explorer was used as the web-searching and exploratory tool. The investigation was executed Lincoln and Guba (1985) . It is related to sorting themes into categories based on similar characteristics. Then, the three members met to discuss the key themes from the data. The goal at this point was to search for commonalities that allowed for the most accurate representation of each domain and to develop conceptual definitions of online visual merchandising. In addition, labels for each online visual merchandising were constructed, and disagreements were resolved by discussion. Two fashion marketing instructors familiar with the topic area evaluated the online visual merchandising and the corresponding conceptual definitions for content validity. Through this procedure, 8 dimensions of online visual merchandising were developed: convenience, product presence, product information, service, interest, participation, aesthetics, and fitness. For the comparison analysis, a chi-square test was used.
IV. Results
Convenience
Search tools and useful linkages may provide a convenient experience to both browsers and purchasers. The websites which have effective search tools provide convenience for consumers by decreasing the time spent searching for the right product they are looking for (Park, 2002) .
On the aspect of convenience of web surfing, as shown in <Table 2>, there were significant differences in related category link and codi-product link. Korean Internet fashion shopping malls more frequently utilized related category links and codi-product links than Chinese Internet fashion shopping mall. However, there were no significant differences in search tools or related website links. Search tools were observed in all online retail stores in both countries, while a related website link was not frequently used in both countries.
Product Presence
In order to satisfy consumers' needs for the sensory experience of a fashion product in an online shopping mall, diverse practices of visual merchandising techniques are needed. Those would help evaluate fashion product in the environment similar to the traditional retail setting. Therefore, product presence in an online shopping environment includes size indication, textiles image, fiber content composition indication, laundering instruction indication, sewing quality indication, price indication, color information offer, detail indication, and product stock indication.
As the results of comparison analysis shown in <Table 3>, there were significant differences in the textiles image and sewing quality indication. Internet fashion shopping malls in Korea used a textiles image and sewing quality indication more frequently than Internet fashion shopping malls in China.
Product Information
In addition to offer a visual environment which can feel high product presence, they need to give additional product information. Product information refers to offering related information on the features of products carried by online store. Product information should be accurate, current, complete, timely, and understandable. Product information is likely to help customers compare shopping products, enhance shopping experience, take better purchase choices (as cited in Koo, 2006) . Therefore, product information can include size measurement explanation, coordination, manufacture place indication, and product comparison information.
As shown in <Table 4>, there were significant differences in all items of product information between Korea and China. In the size measurement explanation, Korea frequently used both language and pictures, while China utilized only language in most cases. In coordination information, Korea frequently used language and flat photos or model photos, while China utilized only model photos in most cases. Furthermore, the ratio of Chinese online retail stores which did not provide coordination information was higher than Korean online retail stores.
In manufacture place indication, most of the Korean Internet fashion shopping malls indicate the nation name, while the Chinese internet fashion shopping malls did not indicate the place of manufacture at all. In product comparison information, 12.5 percent of Korean Internet shopping malls supply information, while Chinese Internet fashion shopping malls did not provide the product comparison information at all.
Service
To be a successful online apparel retailer, services become more important under the online shopping shopping mall.
Interest
Interest is an important factor to provide consumers with a memorable shopping experience. Ernst and Young (1998) reported that Internet shopping is more convenient, fun and economical and it also has more choices than shopping through other distribution channels. Thus, interest included promotion and advertising.
As shown in <Table 6>, there were significant differences in interest levels between Korea and China. Most of the Korean internet fashion shopping malls provide promotion such as a reserve fund or reserve point and advertising, while the ratio of Chinese Internet fashion shopping malls which offer these kinds of promotion or advertising was very low.
Participation
One third of people shop online use a search engine to find what they are looking for and about one fourth find websites by word of mouth. Word of mouth has become a leading way by which people find shopping websites (Wikipedia, 2008) . So, many managers believe that a website must provide community content in order to build online store loyalty (McWilliams, 2000) . Thus, the dimension of participation included a bulletin board, and a purchase postscript board. Moreover, in conventional retail stores, clerks are generally available to answer consumers' questions. However, since online retail stores have no clerks, some online retail stores have real-time chat features, but most rely on e-mail or phone calls to handle customer questions (Wikipedia, 2008) . Therefore, in this study, interaction tools were included.
As shown in <Table 7>, there were significant differences in participation. Most Korean Internet fashion shopping malls had bulletin boards and purchase postscript boards, whereas only a few Chinese Internet fashion shopping malls had bulletin boards and purchase postscript boards. The interaction tools were used in most Internet fashion shopping malls in China. However, the utilization degree of interaction tool in Korea was very low. Specifically, the result showed that interaction through online chatting was the most frequently executed in China. 
Aesthetics
Several researchers suggested that aesthetics is an important criterion of successful websites (Allen, 2000; Khakimdjanova & Park, 2005; Park & Stoel, 2002) .
Therefore, aesthetic was also included in this study.
As shown in <Table 8>, aesthetics factor contained 8 items such as website main color, retail store main color, photo total view, photo enlargement, presentation tool, used photo, screen presentation (first screen), and screen presentation (next screen). There were significant differences in all items of the aesthetic factor except for photo enlargement. The highest website main color of the Korean Internet fashion shopping malls was red, while the highest website main color of the Chinese Internet fashion shopping malls was orange. In addition, the Korean Internet fashion shopping malls used diverse colors such as blue, green, indigo blue, and purple, while Chinese internet fashion shopping malls frequently utilized a monochrome color such as white, gray, or black. In the retail store main color, both Korea and China most frequently used a white color and Korea used a greater variety of colors than China. In photo total view, most of the Korean Internet fashion shopping malls had photo total view, while only 2/3 of Chinese internet fashion shopping malls had this function. In the presentation tool, both Korea and China used most frequent people presentation and mannequin presentation in Korea and flat and hanger presentation in China were frequent. In used photo, both Korea and China used directly photographing photo in most cases and Korea also used a few composition photo and China utilized copy photo considerably. In screen presentation (first screen), Korea used mainly 2D static, while China used mainly 2D dynamic. In screen presentation (next screen), Korea used 2D static in all retail stores, while China used 2D dynamic in a few retail stores. These results imply the Chinese preferred dynamic image to static image.
Fitness
The fitness factor was found through the comparison analysis between two countries. The preferred position or number of images or bars was different between the two countries. Therefore, fitness included bulletin board position, purchase postscript board position, image position, image number, and searching bar position.
As shown in <Table 9>, there were significant dif- ferences in all items of fitness. In the bulletin board position, right above and center below were frequently used in the Korean shopping malls, while center below were frequently used in Chinese shopping malls. In purchase postscript board position, the frequency of right below is higher than center of below in Korea. China had just a few frequencies in only center below. The image position of both Korea and China was mainly placed in left above and a few Internet shopping malls of China placed their image in center above. In image number, Korea used more image photos than China. The number of Korean shopping malls using over 50 images was 20, while the number of Chinese shopping malls using over 50 images was 0. Most of the Chinese online shopping malls used 3-10 images. In searching bar position, center above was the most frequent in Korea and right above and left above was the most frequent in China.
V. Discussion and Implications
This study was intended to investigate the differences in online visual merchandising practices of apparel e-merchants between Korea and China. 40 websites were selected based on the sales and 5 retail stores were selected per each 40 websites. A total of 200 online retail stores were analyzed by content analysis and chi-square test.
As a result of content analysis, 42 items and 8 factors of online visual merchandising were developed: convenience (5 items), product presence (9 items), product information (4 items), service information (7 items), interest (2 items), participation (2 items), aesthetics (8 items), and fitness (5 items).
And, as a result of a chi-square test, there were significant differences in all factors. While the differences in product presence were in a few items, the differences in other factors were in many items. The reason why the differences in the product presence were not quite significant seems to be that online retailers preferentially pay attention to enhance the product presence since product presence is the most fundamental factor to sell apparel online.
For the aspects of convenience, service, product information, and interest, there are large differences in online visual merchandising practices between the two countries. Korea had higher frequency in all factors than China. It seems that Korea got the lead in online visual merchandising practices than China since Korea has more developed technologies and marketing skills than China in online fashion retailing.
On the aspect of participation, aesthetics, and fitness, there were also significant differences. It can be predicted that the results originate from the differences of cultural backgrounds. Davis et al. (2008) also provided empirical support for the assertion that culture differences affect the customer's response to online store atmospherics. Especially, it had outstanding differences in participation and interaction tools between two countries. Korean internet shopping malls have a tendency to deal with the participation as being more valuable than China and make an effort to entice the customer to shop at the retail stores, while Chinese Internet shopping malls preferred direct interaction with the customer using chatting. So, on the aspects of participation, aesthetic and fitness, the proper strategy of online visual merchandising needs to be established considering different cultural backgrounds in question. In addition, the research period might influence the study results. If the research is performed in summer, the result in China, specifically aesthetic factor, might be different from what we found.
The future studies on the differences according to business operations method (click/click and mortar) or shopping mall type (general shopping mall/online marketplace/brand specialty store/non-brand specialty store) in online visual merchandising practices were suggested. They would provide a more comprehensive understanding and knowledge of online visual merchandising techniques used in various e-businesses and distribution channels of Korea and China.
